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WHO PAYS FOR 


Wet who does pay for advertising? You 
think you pay for your advertising —but do 
you? Here is a solution to the ever recurring 
question put in fictional form. 


In a certain territory there were three manu- 
facturers of mouse traps, none of them adver- 
tising. The traps cost 15¢ to manufacture. 
Competition set the price at 20¢ to the dealer 
who sold them for 30¢. One day one manufac- 
turer decided to advertise and he kept it up 
for a year before appreciable results began to 
show. The first year his competitors laughed at 
him. During the second year trap sales grew to 
a point where he had to increase production. 
Brand name was becoming established. He was 
able to install new machinery and cut produc- 
tion costs to 9¢ per trap and the dealer cut 
his price from 30¢ to 25¢. Manufacturing pro- 
fits went up to 50% from 33%% and the dealer 
made 66%% instead of 50%. The other two 


ADVERTISING? * 


firms found they couldn't compete and went 
out of business. 


Now, who paid for the advertising ? 


It couldn't be the manufacturer—he increased 
profits and cut costs. 

Ic couldn't be the dealer—he did likewise. 

It wasn't the consumer —he bought the traps 
for less. 

The answer lies in a combination of two things. 
The two manufacturers who didn’t advertise 
paid for it and economies made possible by 
increased production paid for it! 

That somebody has to pay for advertising is a 
hard, cold fact, yet it is one of the most mis- 
leading facts in business. Advertising is a factor 
in distribution and is paid for through the 
increase in distribution and the savings the 
increase makes possible. 


* Condensed from VIM, Canedo Cycle and Motor Co., Weston, Ontario, Conode 


One other thing —It takes the right experience 
and practical ability to do an effective job with 
industrial advertising. Russell T. Gray, Inc., 
with over thirty years experience can help you. 








RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


s 
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How Much Has the Metalworking Market 
Changed in the Last Three Years ? 


Every market presents a moving target to the adver- 
tiser. New plants are built... old plants grow and 
change their operations and products ... new men are 
always coming onto the scene to run the plants and 
make the buying decisions. 


But knowing that we face a moving target isn’t enough. 
Unless we have some idea how fast it is moving, we may 


miss it by a mile. 


How fast has America’s largest industrial target—the 
giant metalworking industry—been moving during 
these recent hectic years? Two studies of Erie, Penn- 
sylvania—one made three years ago and one just com- 
pleted—shed some light on this problem. In August, 
1948, Dun and Bradstreet interviewed the operating 
heads of every metalworking plant in Erie which 
employed 50 or more... the plants which accounted 
for over 96° of the city’s metalworking production. 
They gathered a vast amount of data on plant capacity, 
employ ment, operations, products, personnel, sales, ete. 
Here are a few of the changes they found when they 
went back last fall, just three years later: 


QOOO@O 


There are five new worthwhile sales targets which 
didn’t exist in 1948. Four of these are plants which have 
grown past the 50 employee mark . . . and there is one 
new plant which was constructed since the previous 
study was made. 


But that’s only part of the story . . . nearly every plant 
has increased its capacity. The plants which appeared 
in both the old and new studies report average increases 


in capacity of 34.2%. 


The target in Erie is considerably bigger than it was in 
1948. It calls for a bigger selling effort. But whom must 
we sell? Has there been much of a change in the men who 
run the metalworking plants? Here is the answer: 





26 companies reported no significant changes among 
the executives responsible for management, production, 
engineering and purchasing functions. 


GU Ss 


34 companies reported that new men now occupy one 
or more of these key positions. 


¥§ oS 


In just three years, 56% of the metalworking buying 
teams of Erie have undergone changes. Every one of 
these new teams may present a new selling problem, 
because the new members may not know about your 
company and your products. 


Perhaps the most startling comparison to be found in 
the Erie study is in the sales figures. Average sales for 
the companies which answered this question were 
$2,147,000 in 1947... but in 1950 the average soared 
to $3,167,000... an increase of 47.5%. 


What has happened in Erie is just one example of what 
is happening throughout Metalworking America. The 
target is moving a great deal faster than most of us 
realize. Merely maintaining position in this largest of 
all industrial markets is a big job. To move ahead of 
competition will require a bigger and better job than 
ever. Your publication advertising can play an impor- 
tant role in getting your story across where it counts . . . 
because your better metalworking magazines learned 
some time ago that the only sure way to hit a moving 
target is to keep moving with it. 


If you would like to know more about the Erie Studies, 
please write us. We'll be glad to see that the complete 
report is made available to you. 


ms PENTON foun? 


PENTON BUILDING e CLEVELAND 13, OHIO 
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TYPE TALKS BY LINOTYPE 


OPY FITTING 


Which comes first—the copy 
or the layout? 

Hmmm. Some say the copywriter 
should do his stint, then let the lay- 
out artist pick up from there. Others 
contend that the artist should de- 
termine the copy areas, and the 
copywriter tailor his cx ypy to fit. 
Whichever side of this fence you're 


on, one thing sure . .. 


It’s got to fit! 


However well an advertisement, 
catalog, brochure or mailing piece is 
written or designed, the copy must 


fit before the job can be printed. 


“You mean, Miss Wyndie, that 
this is the copy for our new 
rateholder?”’ 


Then too, you save time and money 
if the copy fits the layout the first 
time around, for there will be far 
fewer charges for author's altera- 
tions, hurried filling of blank space, 
or chopping of overruns. But how 
can you be sure that the copy is go- 
ing to fit when it’s set in typer 


Everyone an expert... 


It just so happens that we have a 


booklet, called “Copy Fitting? that 
will save you hours of figuring and 
hit-and-miss guesswork. It's a really 
simple, easy-to-use system that's 
come from our 65 years of daily con- 


tact with the problem of copy fitting. 


Suppose you have your typew ritten 
copy ready. Using the Linotype 
method you can choos¢ any of over 


200 Linotype faces, from 5-point 


“This reminds me of trying to 
fit copy without the help of a 
Linotype Copy-Fitting Booklet*’ 


Corona to 36-point Memphis Light, 
and determine how many lines of 
any width there will be, and the ver- 


tical space required. 


On the other hand, the copy space 
might already have been deter- 
mined. Then the booklet will tell 
you how much copy to write and 
how many characters you can put in 
each line . . . depending on the type 
face youre using. 

This pocket-size booklet contains ex- 
amples of every problem involving 
copy fitting, as well as tables giving 
alphabet lengths and characters by 
picas of all these Linotype faces. 
There's even a built-in pica rule. 


type face 


To choose your type face: 

We have another helpful booklet, “A 
Handy Digest of Today's Most Pop- 
ular Body Faces; that gives you a lot 
of type information, and is a prac- 
tical means of comparing fifteen of 
Linotype’s most popular text faces. 
It’s a perfect companion to “Copy 
Fitting” With these two booklets, 
you can choose an appropriate type 
face, and quickly figure out how 
much space it will take. Or you can 
select the face that looks best in the 


space you have to work with. 


Want free copies? 

We'll be glad to send you free copies 
of both these handy booklets. Just 
fill out the coupon below. Mergen- 
thaler Linotype Company, 29 Ryer- 
son Street, Brooklyn 5, New York. 


=. 


"ana: 


l 

: Dept. 12 

| Mergenthaler Linotype Company 
| 29 Ryerson Street 
} Brooklyn 5, New York 
Please send me my free copies of 
\ “Copy Fitting” and the “Handy 
j Digest of Today's Most Popular 
} Body Faces” 
! 

Name 

l 

i litle 

! 

l 

! 

! 

I 


Company 


Address 
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HOLY SMOKE 
DAISY... 
\ | Look! 











In one short year America’s 24 mil- 
lien cows produce enough milk to 
form a river 3 feet deep and 40 feet 
wide, extending from San Francisco 
to New York - Some 120 Billion 
pounds of milk. 


THE MARKET— 
BOIL, Its producti« and processing 
for me $10 Billion of our national! 
ar Pr oxim at ec! lion pounds of 
k re Inited States 
year ‘bos day mountain 
sipment and supplies red to keep 
enormous industry functioning smoothly 
YOUR share 


of the more than oees 0 Million 
rer led ann ! 


lepends large 
vast market 


WHO READS MILK PLANT MONTHLY... 


Men all through the industry 

y read each issue of MILK PLANT 
MON THLY for its up-to-the-minute news 
Timely articles om new products, develo »pments. 
patents and better methods in processing milk 
Thousands of requests for technical data and 
abstracts bear mute evidence that MILK PLANT 
MONTHLY has been a valuable tool in daily 
se by the head men of the milk processing in 
lustry since 1912 


NO WASTED CIRCULATION— 


MILK PLANT 
premiums, com 
subscript on lists 
with impre but a circulation In 

stead Circulatic s concentrated in the 
worthwhile segment ~ ¥ the Milk Processing In 
Justry and is A.B.C. audited for your protection 


Ows ers and Key 


Sold strictly on its merits, 
MONTHLY never offers any 
binations or other loading of 


Your advertising message reaches the cream of 
the buying power of this huge most Proof 
of this fact is the 68.22% of Paid renewal sub- 
scriptions Truly, MILK PLANT MONTHLY 
vour Open Gateway to successfully selling the 
Mi Ik Processing Industry at the lowest actual 
cost 
Write A.B.C. Information 


today for detailed 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 
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Editorial Index. | 
Editorially Speaking. | 


Employe Communications . . Public Rela 


Industrial Shows. 
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Which ad 
attracted 


more readers? 


blackboard list 


on file 


® THE Ap with the 


of instructions maintenance 
attracted more readers 
The ad appeared to have several 


The list 


“don'ts,” 


advantages was in the 
a tech- 


The list 


convincing 


form of “do’s” and 


nique with strong appeal 
was specific, simple, 
Also, the 
has been 


some time 


cartoon style in this ad 
used by Nicholson for 


a recognition and con- 


Pop’s (Education) 


Seen- 


Noted Assoc. 


New Data on Media, Aug., 


NIAA News, 





Below is 
the answer 
to the problem 


on page 56 


tinuity factor that might have 
helped readership 
The ad with the 
toon of the cannibals had run pre- 
viously in The Saturday Evening 
Post and was included in Machinery 


paper “follow 


humorous car- 


as a business 


through.” 
The scores, as reported by Daniel 


Starch & Staff, New York: 


Cannibals (Humor) 


Seen. 
Noted Assoc. 








0 Noted denotes the percentage of 

eaders who, when interviewed, said they 
remembered having seen an ad—whether 
iated the ad with the 


r not they assoc 


ne of the pr ict or advertiser 


9 Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser 


6 Read Most denctes the per cent 


that the ad 





readers who read 50% or more of the 


copy 

Cest Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for a specific ad and the 
average cost for 
A “Noted” 
sost ratio of 175, for example, would mean 
stopped” 75% more readers 
ar than par for the issue, par being 


for example) 
rresponding median 


all the ads in the same issue 


i representing the median average 
above 100 is above 
100 is below average. 


Thus a cost 


below 





